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Climate Change: Social Issue on a Global Scale 

Climate change is the biggest environmental threat to life on Earth. Through various types of media, World Wildlife Fund Canada (WWF-Canada) communicates the warnings of this issue and things Canadians can do to help conserve energy.

Communications Objectives

The communication objective of WWF-Canada is to inform as many people as possible, through all types if media, about climate change, how it affects Canada and to make a call to action to conserve energy. 
Key Messages

1. Climate change is the biggest environmental threat to life on Earth and affects the natural systems that regulate the Earth’s climate.

2. Climate change affects Canada at a higher rate than any other country in the world.

3. Each individual should take small steps everyday to help conserve in order to help the environment.

(more)
Target Audience

The target audience is every individual, every business, and every community--basically the entire population of Canada.
Current Communication Strategies and Tactics

Some of the strategies and tactics used are:

· WWF-Canada website

· Traditional media

· New/Social media 

· Earth Hour Global Initiative

WWF-Canada’s Website

The WWF-Canada website contains most aspects that an organization’s website should include such as an online newspaper archive, information about the organization’s history, current projects, annual reports,  how funding is used, and online brochures. 

The organization’s website provides lots of excellent information regarding climate change, including information on global warming’s impact on Canada, Canada’s impact on climate change, suggestions for solutions such as greener transportation, as well as many facts and tips about climate change. 

Traditional Media 
Traditional media that WWF-Canada utilizes are print media, such as newspapers and magazines, as well as broadcast media, such as radio and television. Properly placed paid advertisements are used in print and broadcast media to communicate key messages.   
(more)
New/Social Media 
Some of the new/social media that WWF-Canada uses is Facebook, Twitter, MySpace, Digg, StumbleUpon, Delicious, and an online blog that can be accessed from the WWF-Canada website. Social media has become an extremely successful tool to communicate key messages, as shown in the preceding chart. 
Earth Hour
Earth Hour is one of the largest campaigns in communicating the issue of climate change. It is a global initiative campaign to turn off all lights for one hour in order to lessen the human impact on climate change and the environment. 

Earth Hour was created by the WWF to, “demonstrate that everyone can be a part of the climate solution and that hundreds of millions of people want action on climate change now.” 

Because it is a global initiative, more people are likely to participate. 

(more)
Critical Analysis of Communication Activities

	Communication Activity
	Strengths
	Weaknesses

	Website
	· Informative

· Up to date

· Easy to navigate
	· Not enough interactive material for younger audiences

	Online blog
	· Informative

· Updated daily
	· Should have option to ask questions and have them answered in blog

	Print and Broadcast Media
	· Daily

· Current
	· Younger audiences rely on social media for information

· Uses up paper, worse for the environment

	Social Media
	· Updated regularly

· Many people rely on social media for news/information
	· Older audiences may not use social media as much


Analysis of Media Coverage
According to media coverage found through the Humber Library databases, WWF-Canada is effectively communicating its key message with its audiences. There is ample media coverage of WWF-Canada’s Earth Hour campaign to reduce climate change and evidence of this is the astounding participation of Canadians in last year’s Earth Hour event compared with this year’s. Canadian participation in 2009’s Earth Hour event was 60% of the population and 47% in 2010. Although there was a drop in participation in Canada, the global participation was higher in 2010.
(more)

One specific media release from Marketwire shows that the reason for Earth Hour is an effort to help climate change. “The huge success of Earth Hour shows that Canadians are ready to take action on climate change,” said the President and CEO of WWF-Canada, Gerald Butts. The quote shows that WWF-Canada is communicating to the media that Earth Hour is specifically to help climate change. 

Another news release from Marketwire regarding Earth Hour includes five tips to reduce impact on the climate and another quote from WWF-Canada President Gerald Butts saying, “Small actions have a big impact.” This sends the message to the audience that every little thing that each individual can do helps in the effort to control climate change. 

Strategy Recommendations and Tactical Ideas

WWF-Canada’s efforts to help climate change and the Earth Hour campaign are extremely successful. However, some things that WWF-Canada can do to better communicate with their audience is to focus on targeting more specific audiences and using different methods. 

Strategy
Focus on younger audiences and use different methods to target youth. 

Tactic

Although the organization communicates through Facebook, Twitter, and other social media outlets, more can be done such as having more celebrities involved that young people can relate to. 

The organization should also partner with large, popular corporations in an initiative to reduce climate change so that young people will see that some of their favourite brands are involved and will take action. 

(more)
In order to target older audiences to a greater extent, the organization should continue to use traditional media such as newspapers, television, and radio. Older audiences may not be very informed on the topic of climate change because it is a more current issue and therefore WWF-Canada should use traditional media in order to do get them the facts and what they can do to help.  

Strategy
Another recommendation is to introduce incentives. 

Tactics

One idea is to run a contest during Earth Hour as to which province can conserve the most energy during the hour. The incentive of being the “greenest province” will encourage Canadians to participate because it is a friendly contest within the country and would appeal to more people. 

WWF-Canada should continue its efforts of communicating the issue of global climate change to Canadians and what individuals should do to help. WWF-Canada effectively communicates the key messages using various forms of media such as traditional, social, and word of mouth. Contests and targeting a younger audience would help make this topic an important consideration in the minds of Canadians everyday. 
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